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Episode 7: The Buyers in Their Own Words, and the Competitors


The last episode does two jobs. The first half lets the buyers speak, grouped into the six lives that sit inside the doorways, with their emotional state and what burned them. Every quotation in it is a buyer’s or a commenter’s own words, read from the voice corpus with its source named, and these lines are evidence for you, never lines for an ad. The second half maps the competitors: who sells what at what price, which angles have been run so long they are worn out, and which lanes are still open. Every ad count names its source and date and is a count of ads, unweighted by spend or sales.




The traveller whose bag or wallet is taken

This is the largest life in the market and the one that converts best. She is planning a trip, often a big one, and she is anxious ahead of time. Her emotional state before buying is anticipatory worry, and her villain is the airline or the airport. She trusts the map more than the airline, and she says so.

In her own words, from a Reddit commenter in r/TravelHacks in 2024: “The airline forgot to scan it on their connecting flight.” From a Spotminders buyer on Loox, five stars: “Will be good to have as I’ve had luggage lost by airlines and a wallet stolen before.” From another five-star buyer, who had a card in her backpack on the way to the airport: “I had an alert telling me my backpack had been left behind! We immediately turned around to retrieve it. We weren’t even three minutes away yet.” And from a retired couple’s review: “We are leaving about 10 days for a ‘trip of a lifetime’ to Europe ending in a cruise from Barcelona Spain back to Florida. This is why we purchased the Spotminder cards was for this trip.”

What burned her was time. Several Spotminders buyers wrote that the cards arrived after the trip, and one wrote, “I’m currently using them on a trip -they arrived the day before I left home. Sadly my passport cover didn’t arrive until I’d already left.” A Spotminders four-star buyer asked, “why do you ship it from China where it takes three weeks to get it.” For us, shipping from China in seven to fourteen days, this is the single most dangerous burn in the market, and it argues for running travel ads well ahead of travel seasons and for stating the delivery window plainly.




The forgetful or ADHD searcher

She loses things weekly and blames herself, and her emotional state is a mix of shame, exhaustion and dark humour. Her villain, if she has one, is her own brain. She owns trackers already, often several, and she is the most enthusiastic tracker owner in the corpus.

In her own words, from r/LifeProTips in 2017: “I lose things like its a shitty hobby.” From r/ADHD in 2023, a title: “ADHD Tax: Lost my apartment key fobs for the second time in one year.” From r/ADHD in 2025: “I can’t be trusted with keys or a wallet - I have apple trackers in everything.” From r/ADHD in 2019, a traveller: “Travel sends my ADHD into hyperdrive. Just lost my wallet in the middle of a 3 week trip through Peru.” From the partner’s side, r/ADHD in 2023: “My wife just made me to do. She was panicking for 3 days cause I didn’t know where my wallet was.”

What burned her is maintenance and false alarms. Every tracker she owns is one more thing to charge, replace or remember, and an alert that fires when nothing is wrong teaches her to ignore alerts. Spotminders runs a small ADHD listicle on its PageDeck host, with six ads counted on the twenty-sixth of October, and the one ad body the team saw used the standard wallet text, so this life has almost no dedicated creative in the auction.




The spouse or child of someone with dementia

She is quietly frightened and very practical. Her emotional state is vigilance, and her villain is the disease. She needs a tracker the person will not notice or remove.

In her own words, a Spotminders buyer named Cheryl, five stars: “He had an AirTag on his keys but kept removing and losing it. He doesn’t notice the tracking card in his wallet.” An Ekster buyer named Denis, four stars: “my husband has Alzheimer’s and has misplaced his wallet a few times. Now, I can easily find out if it’s in our house or if he left it elsewhere.” A Spotminders buyer named Nicky, four stars, describing the limit: “When she is alone and not near other people (she has got to a point where she cannot use a mobile phone) we often do not know where she is.”

What burned her is coverage, and the quiet speaker; the Ekster buyer added that the sound “is so low if it’s in your wallet that you almost have to be right next to it in order to hear it.” She is loyal and buys multiples, and she is the buyer to whom you owe the plainest explanation of how the network works.




The mixed-phone household

He is irritated and feels excluded. His emotional state toward this category is suspicion, because sellers hid the Apple-only limit from him before. His villain is the seller.

In his own words, a Trustpilot one-star review from December 2025: “Thanks a lot for wasting my time by hiding the fact that you are an Apple only product. That should be made clear in your original ad and on every page of your website.” A Trustpilot two-star review from October 2026: “They didnt advertise that it only works with iPhone. Now I wasted my money for something I cant use coz I have samsung.” A Spotminders four-star buyer: “Had to upgrade my Android to an iPhone for these to work.” A YouTube commenter: “What is the best choice for a mixed household? My wife has iphone, I have samsung, and our kid is always going somewhere.”

This life is the one our dual card serves most directly, with one network per card chosen at pairing.




The gift buyer

She is generous and protective, and her emotional state is care for someone else. She buys for the partner who loses everything, for adult grandchildren, for a teenager leaving home, and she often buys several at once, which is why the five-pack exists.

In her own words, Kathleen on Loox: “all of our adult grandkids are getting some Spotminders for Christmas…hohoho.” Another Loox buyer: “I bought them for myself and as gifts to my husband and children.” A Reddit commenter in r/apple: “I never lose things either but these trackers are a godsend for my wife who constantly loses everything.”

What burned her is promised extras that did not arrive. Spotminders’ own reviews carry fifteen complaints that the bundle price from the ad was not honoured, and the mystery gift drew its own one-star line: “All cards came but no mystery gift.”




The car owner

He loves the car, especially if he restored it, and his emotional state is protective pride with an edge of anger at thieves and police. His villain is the thief and the write-off. He is thin in buyer language, with car theft appearing in only fifteen rows, and rests mostly on Spotminders’ own 2026 ads.

In his own words, a Spotminders four-star buyer: “I used it for real last night when I was looking for where I parked my car in SF.” And the most common car use in the reviews is that one, finding a parked car, rather than recovering a stolen one. Kathleen’s review gives the theft logic in a buyer’s voice: “Since the cards are flat it is so much easier to hide them in your car, purse, wallet, iPad etc….no lumps or bumps to give away a location of the tracker to a potential thief.”




What burned buyers of the category leader

Spotminders’ reviews tell a split story, and the split itself is the lesson. On its own Loox widget the card shows twenty-five thousand two hundred and seventy-nine five-star reviews out of twenty-eight thousand two hundred and fourteen, because the store controls what the widget shows. On Trustpilot, which it does not control, three hundred and sixteen of five hundred and sixteen reviews sit at one to three stars. Across Spotminders’ three hundred and ninety-three bad reviews in the corpus, shipping and customer service account for one hundred and twenty-five, the charger for thirty-eight, cards dead on arrival for thirty-four, price for twenty-two and an ad price not honoured for fifteen. Its four-star reviews add the gentle complaints: charging in one hundred and eighty-one, thickness in one hundred and one, a quiet chime in twenty-three and false or late alerts in twenty-two.

Across every brand in the corpus, the one-to-four-star complaints rank in this order: charging and chargers two hundred and sixty-nine, thickness one hundred and fifty-nine, dead on arrival one hundred and twenty-six, Apple-only one hundred and fourteen, setup and pairing one hundred and six, price ninety. A one-star UGREEN buyer on Amazon described the setup burn: “I spent 4 hours trying to pair with my iPhone. Complete waste of time.”




Who sells what

The category leader on Meta is Spotminders, a store with a largely Estonian team and an American company registered in Delaware, whose domain was registered on the twenty-eighth of February 2024 and whose first card went on sale that April at thirty-nine dollars. In four United States keyword searches of the Meta Ad Library on the twenty-sixth of October, covering four hundred and seventy-six unique live ads about card trackers, Spotminders and its persona pages held two hundred and ninety, sixty-one percent. On the same date at least eight hundred and nine of its ads were live across its brand page and four persona pages, Travel Insider, a pilot called Ryan Westbrook, a flight attendant called Susan Miller and Gadget Insider, and about eighty percent of them went straight to a product page. By the fifth of November a capped Ad Library pull counted one thousand two hundred and six active ads linking to spotminders.com, with the passport holder and the new key tag taking the most new ads. These are counts of ads, unweighted by spend or sales.

Ridge leads on Amazon and TikTok Shop. The team’s reading of Amazon’s bought-in-past-month badges on the twenty-seventh of October summed to at least nineteen thousand Ridge tracker cards a month, and Ridge’s card held the most ratings of any card on TikTok Shop, one thousand six hundred and ninety-one, with forty-seven linked videos totalling six point seven two million plays in the team’s scrape. Ridge sells the card at forty-five dollars on the back of a wallet brand with about four million monthly site visits, and its Tracker Card 2.0 works on both Apple’s and Google’s networks. In the October keyword searches Ridge had fifty live ads.

CODE 118 sells a card at nineteen dollars ninety-five, the cheapest serious brand, with thirty-eight live ads in the keyword searches and at least one hundred and fifty on its own domain, most of which point at its Stealth Wallet rather than the card. Vantamo runs a straight copy of Spotminders’ offer at thirty-nine ninety-nine, with sixteen ads. Ondrela, Nomad at around forty to forty-four dollars, Luxford, Rhinokey and Pebblebee at thirty-nine ninety-nine each ran between three and ten ads in those searches.

Around them sit the incumbents. Apple’s AirTag costs twenty-nine dollars, or ninety-nine for four, and the second generation of 2026 added range and volume while keeping the eight-millimetre disc and the coin cell. Tile, owned by Life360, runs its own network across both phone platforms. Chipolo was first to put a card on Find My in 2022. Ekster, Rolling Square, KeySmart and UGREEN sell cards on their own sites and on Amazon, and Amazon carries a long tail of white-label Find My cards from the same Shenzhen factories that supply the direct-to-consumer brands. The team’s research found that none of the five white-label brands it examined prints a radio certification number tied to a specific factory, and that the shared format points to a handful of Shenzhen makers.




Which angles are worn out

The AirTag-is-worse family is the most worn. Spotminders has run it for twelve to seventeen months, according to AdSpy’s created-to-last-seen dates in the twenty-sixth of October pull, and it accounts for eight or nine of the top twenty-three creatives: AirTags are bulky, use coin batteries, are obsolete, and thieves recognise them. Paperwallet, Ridge’s TikTok creators, Kings Loot and Ondrela all run versions of it. It still converts drawer owners cheaply, which is why it keeps running, but it does not open new buyers, and the comparison primes the thickness disappointment.

The airline-as-villain family is crowded and still strong. It holds eight of the top twenty-three, including the top creative, and every new Spotminders persona page has been built for it. An insider authority, pilot or flight attendant, is now the standard way to tell it, and some of those insiders make claims the physics does not support, such as the cargo-hold argument covered in Episode 2.

Apple and Android in one card has become contested quickly. Ridge launched its two-network ads on the ninth of October 2026, and Pebblebee has run a team-Apple-or-Android ad for months, so this is an objection answer we can use but no longer an open lane on its own.




What is left open

Theft abroad is the widest open lane. Stolen or pickpocketed is the largest situation in the corpus at eight hundred and seventy-nine rows, and the team’s pulls found Spotminders running theft only for cars and checked bags, with no creative about a pickpocket in Barcelona, Rome or Paris. The buyer story already exists in her words, as in the r/solotravel post “AirTag wallet stolen while traveling in Barcelona (with social security card in it).” Aha four from Episode 6 is the argument for this lane.

The replacement ordeal is open, as a stakes beat inside the theft story more than a lead of its own. The honest finder from aha five is open, and it suits the older buyer and the self-loss doorway. The forgetful and ADHD life is nearly open, with six ads counted on one listicle and no confirmed angle. The older parent is open, with no Spotminders creative found, and with the limits Episode 3 described. The complete box, a charger included so the top complaint across the category never happens, was open while the charger was planned for the bundle; since the thirty-first of October it is shown nowhere, so this lane is available only if that decision changes.




Sophistication, in one paragraph

On the AirTag and luggage doorways the market is at stage three to four in Eugene Schwartz’s sense: buyers have heard the simple claim many times, so ads now compete on mechanism and insider stories. On theft abroad, the replacement ordeal, the mixed household, the honest finder and the older parent, a card tracker sits at stage one to two, where a plain statement of the situation, told as a peer’s story in a named place, can still carry an ad. That gap is the most practical thing this course can leave you with. The fear that is talked about most, theft, is the fear the category leader has left alone, and the fear that converts best, travel, is the one where everybody is already shouting.


